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Growing competition in the world determines the importance of innovation technology between coun-
tries. High-tech markets encourage the inventors to apply their inventions to commercial project. Many new 
trends on the world markets depend on factors that generate the ideas and their capacity to be absorbed. 
Development of new technologies in foodservice is considered a luxury as the sector is comprised predomi-
nantly by small and medium size businesses that may not be able to afford the heavy costs involved. Howev-
er, rapid advancements in information technology have allowed dedicated suppliers to foodservice busi-
nesses to develop such innovative products or services which help to be successful on the market. Such 
hardware or software developments enable food and beverage outlets to increase quality of product, 
productivity and profitability. This review attempts to provide in-depth discussion and enhance understand-
ing on innovation technology in foodservice enterprises. An article was conducted of a detailed analysis for 
EU countries food service industry. Analysis shows that international chains have a very strong position in 
the quick service segment. Technology is developing at an ever-increasing pace and dramatically changes 
business models in the hospitality industry. In the new economy, organizations that have the ability to de-
velop and adopt the invention in a short period of time and profitably apply it in all areas of business reach 
competitive advantage over the competition in time. The growing importance of innovation in function of 
achieving a sustainable competitive advantage determined a brand new concept and innovation classifica-
tion. Nowadays, the term innovation means not only a significant improvement in process and product 
technology, but it refers more to the innovation process in the field of human resources, especially in mar-
keting management. For the above mentioned reasons, the paper pays special attention to the marketing 
innovation analysis and the increasingly significant impact it has on the process of achieving sustainable 
competitive advantage. The main goal of this article is analysis the theoretical and practical contexts con-
cerning marketing innovation, innovation technology in foodservice enterprises. 
 
Key words: marketing innovation, food industry enterprises, innovation technology, technology trans-
fer. 
 
Introduction 
 
The differences in political and economic scenario 
over the centuries have given rise to vast differences in 
technological capabilities among nations. These techno-
logical differences constitute a serious hurdle in the pur-
suit of globalization. The global production process is fast 
changing and is now getting increasingly dispersed to 
make use of the efficient global resources.  
In terms of food service technology, that it has come a 
long way since its beginnings. The dynamic nature of 
technology has contributed to the existence of various 
definitions and concepts of technology that are related to 
technology transfer. The discussion of the concept of 
technology transfer is crucial in getting a clear under-
standing of the nature of technology and examining what 
the technology consists of.  
Argue (Slack et al., 2007) that in operations manage-
ment firms compete against five key areas namely quality, 
cost, speed, dependability and flexibility. They also do 
mention training but they do not expand on it as it only 
contributes to the five areas and cannot be measured di-
rectly. Researchers in hospitality and foodservice related 
research, have argued the positive effects of the utilisation 
of technology in areas such as quality (Lee et al., 2003; 
Woon & Sunny, 2006), cost control (Riley, 2005), speed 
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(Prasad et al., 2005), dependability (Davis et al., 2008; 
Radosevic & Ciampi Stancova, 2015), challenging the 
negative image (Pilato et al., 2017), flexibility and em-
ployee training (Anon, 2008). 
Particularly acute is the issue of survival and competi-
tion in the market of major European food manufacturers 
such as Unilever, Sun Interbrew, Baltic Beverages Hold-
ing, Kraft Food's, Nestle, using state-of-the-art technolo-
gy. Increasingly important issues are the choice of high-
tech equipment, minimizing raw material consumption 
and energy savings, and more efficient use of personnel. 
In the face of fierce competition, the problem of equip-
ment procurement and technology implementation is 
intensifying. Technological innovations in the food indus-
try are carried out in three directions: basic production 
(production of products), packaging and utilization of 
waste products. Implementation of these innovations may 
be varied depending on the degree of interconnection of 
technological processes and the availability of financial 
resources. However, technological innovation is a factor 
in the further development of product innovations, which 
in turn contributes to the development of infrastructure 
and marketing innovations. All this creates the basis for 
the further development and increase of efficiency of the 
enterprises of the food-processing industry. 
The diffusion of technology to the process that in-
volves does not only concern the transmission of 
knowledge but it is also relates to a learning process 
where technological knowledge is continually accumulat-
ed into human resources that are engaged in production 
activities. A successful technology transfer will eventual-
ly lead to a deeper and wider accumulation of knowledge. 
The technology transfer concept is not only concerned 
about the transfer of technological knowledge or infor-
mation but also the technology recipient’s capability to 
learn and absorb technology into the production function 
(Maskus, 2003). 
Since technology transfer provides many dimensions, 
it has often been used to describe the process by which 
ideas and concepts are moved from the laboratory to mar-
ketplace (Phillips, 2002), the transfer and knowledge and 
concept from developed to less technologically developed 
countries (Putranto et al., 2003) and the transfer of in-
ventive activities to secondary users.  
From this flows our main purpose to study the market-
ing innovation and the innovation technology in food 
industry enterprises and what will be contributing to the 
competitiveness of the food sector using a number of 
functions and to help their economic development. 
 
Theoretical background 
 
1. The define innovation 
A review of literature on innovation technology reveals 
that it is a complex, difficult process even when it occurs 
across different functions within a single product division 
of a single company (Smith and Alexander, 1999; Kidder, 
2000; Tidd & Bessant, 2009).  
To define innovation one might return to the Latin 
Origin of the word. Innovation or “innovare”, which means 
“to make something new”, leads to several conclusions of 
its deeper meaning.  
To make something new one has to: 
• Generate or realize a new idea (invention and creativi-
ty). 
• Develop this idea into a reality or product (realiza-
tion). 
• Implement and market this new idea (implementa-
tion). 
The advantage of specifically including realization in 
the definition of innovation lies in identifying a clear time 
in the lifecycle of innovation, where the invention pro-
gresses from idea to reality. The realization phase trans-
forms the invention into a producible product and therefore 
plays a crucial part in the process of innovation.  
Implementation should be defined in innovation, to in-
dicate the importance to market and the real or perceived 
need that exists. No invention may claim to be an innova-
tion, before it has been implemented into the market. The 
acceptance of the invention into the market changes it to 
the status of innovation. Therefore, to define innovation, 
the following quotes come very close to the truth, as under-
stood in the discipline of innovation. 
An invention is essentially the creation of a new device. 
An innovation additionally entails commercial or partial 
application of the new device ... first application of an 
invention (Sahal, 1977). 
Innovation is the process by which an invention is first 
brought into use. It involves the improvement or refinement 
of the invention, the initial design and production of proto-
types. Pilot plant testing and construction of production 
facilities ... diffusion is the process of the spread of the 
innovation into general use as it is adopted by more and 
more users (Girifalco, 1991). 
Proposed by Berry & Taggart ... we look upon innova-
tion as the total process from the inception of an idea 
through to the manufacture of a product and finally to its 
ultimate sale. It therefore includes invention and the many 
stages of implementation such as research development, 
production and marketing (Berry & Taggart, 1994). 
Past literatures have referred innovation technology as 
the know-how to suit local conditions, with effective ab-
sorption and diffusion both within and across countries 
(Kanyak, 1999; Chung, 2001). Other early researchers for 
example (Craft et al., 2015) defines innovation technology 
as transmission of know-how (knowledge) which enable 
the recipient enterprise to manufacture a particular product 
or provide a specific service. 
 
2. Marketing innovation and their importance 
In the modern economy organizations that understand 
the new rules of marketing develop relationships directly 
with consumers (Scott, 2013). The main objective of 
marketing innovation is to improve the identification 
process and profitable satisfaction of customer needs. By 
implementation of new marketing methods and activities 
organization aims to establish a closer relationship with 
customers and brings them into a situation when custom-
ers become promoters of the organization – a condition in 
which consumers are loyal to the organization and rec-
ommend it to their reference groups (Kotler & Keller, 
2006). Despite the aforementioned, other objectives of 
marketing innovation are: penetration into new markets 
i.e. improving the visibility level and presence of the 
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product in the market as well as achieving large scale and 
sales frequency. The basic marketing tools, i.e. basic 
marketing mix elements (so-called the 4P – product, 
price, place, and promotion) are appropriate combination 
of components through which organizations achieve their 
own marketing objectives and reach sustainable competi-
tive advantage (Kotler & Keller, 2006).  
Marketing innovation is based on the promotion of the 
four instruments that are inter-related and focused on 
meeting the consumer needs by achieving a sustainable 
competitive advantage (Ferrell & Hartline, 2011). So, 
marketing innovation involves the use of completely new 
marketing strategies, marketing concepts or new market-
ing methods that have never been applied in the organiza-
tion. 
Figure 1, illustrates marketing innovation which are 
based on the combination of the following elements: 
 
 Figure 1. The elements of marketing innovation 
 
Marketing innovation may be the introduction of a 
new interactive method of “online” on the organization 
website. “Online” service allows the consumer to choose 
the desired set of products on the organization’s website 
and receive a price that is formed exclusively on the basis 
of individually selected product characteristics. 
 
 
Materials and methods 
 
Reviewing of current new technology and innovation 
in food service industry. Research materials in this article 
comprise secondary sources of information such as data 
of Eurostat, Statista, EUR-Lex – Europa EU, Smart Spe-
cialisation Platform, European Parliament business re-
ports and industry newsletters and publications. The re-
search period was in the years 2011–2016.  
The work used a qualitative method – observation in 
the field of new innovation technologies in the food in-
dustry enterprises. 
 
Analyses and results 
 
The innovation technologies are also transforming 
how innovations are being conceptualized, designed and 
commercialized and, more generally, how businesses 
operate. For example, companies such as Kickstarter, 
Innocentive, Crowd Spring, Amazon, Google, and 
Salesforce have created online platforms that reduce the 
barriers to entry and transaction costs for innovators de-
veloping and commercializing new products of their own. 
At present, the market of foodservice is entering the 
stage of saturation with support funds and it is clear that 
support centers un-der the name of center of innovation 
technology should be affiliated with science and research 
or R&D centers. Development support centers of innova-
tion technology in Poland as well as in the countries E.U., 
led to a clear division of the centers into so-called aca-
demic and those operating within the commercial market 
of innovation technology. Also would wanted that so to 
be  in the Ukraine. 
Consider the relation in countries between individuals 
and institutions (Inzelt, 2004) (Table 1). 
 
Table 1 
Types of interaction 
 
Between individuals Between individuals and institutions Between institutions 
1. Ad hoc consultations of firm employees 
at universities 
5. Buying university research results 
(patents) ad hoc basis 
12. Access to special equipment of 
firm/university with or without assis-
tance of owner’s organizations 
2. Lectures of firm employees held at 
universities 
6. Employing faculty members as regular 
consultants 
13. Invest into university’s facilitates 
3. Lectures of faculty members held at 
firms 
7. Coaching of firm employees by univer-
sity researchers 
14. Regular acquiring university re-
search 
4. Regular (informal) discussions between 
faculty members and firm employees on 
the meetings of professional associations, 
at conferences, and seminars 
8. Training of firm employees by univer-
sity professors 
15. Formal R&D co-operations such as 
contract research 
9. Joint publications by university profes-
sors and firm employees 
16. Formal R&D co-operations such as 
joint research projects 
10. Joint supervision of Ph.D. and master 
theses by university and firm members 
17. Knowledge flows through perma-
nent or temporary mobility from uni-
versities to firms 
11. Joint IPRs by university professors 
and firm employees Arm’s length 
18. Knowledge flows through spin-off 
formations of new enterprises 
 
While food systems have been slow to benefit from 
innovative technologies (Statistics Portal, 2017; Central 
Statistical Office, 2017), especially in developing coun-
tries, a recent acceleration of innovation efforts make the 
future adoption of technology feasible. This report pro-
vides a glimpse of the novel technology applications 
companies are developing to address food systems chal-
lenges. These innovations have attracted more than $ 14 
billion in investments. 
Highlighted most 5 countries (EU-28) (fig. 2), which 
turnover of the restaurants and mobile food service activi-
ties industry in 2016 made up: 47793,8 million euros – 
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France (19%), 46163,5 million euros – United Kingdom 
(19%), 37452,1 million euros – Germany (15%), 29785,3 
million euros – Italy (12%), 20203,5 million euros – 
Spain (8%). 
They made up 73% market and the rest other countries 
– 27%.
The careful attention that our contemporary society 
pays to the innovation technology is caused by the fact 
that technologies are a deciding factor of economic, social 
and innovative development at both regional and global 
levels (Shugurov, 2015). 
Figure 2. Number of enterprises in the restaurants and mobile food service activities industry in the European Union 
(EU-28) from 2011 to 2016 
The emerging technologies have the potential to shape 
consumer diets and consumption behaviours in ways that 
could significantly impact food systems. 
Smart appliances and indoor or urban farming can en-
able consumers to eat healthy and affordable home-
cooked meals with the convenience of processed ready-
prepared foods. Embedded microscopic electronic devices 
such as radiofrequency identification tags and genetic 
markers, as well as hyperspectral imaging, could be the 
barcodes of tomorrow. Used in combination with mobile 
phones, they could put information regarding the authen-
ticity, freshness, ripeness, shelf life and nutritional content 
of food at people’s fingertips. Advanced analytics, along 
with nutrigenetics, could allow people to get nutritional 
advice tailored to their ability to digest certain foods, 
dietary and health needs, and taste preferences. Connec-
tivity technologies such as social networks, peer-to-peer 
networks and online e-commerce could provide platforms 
to significantly influence consumption patterns and in-
crease access to nutritious foods. Aware of the environ-
mental and nutritional implications of the production and 
consumption of certain foods, consumers may demand 
information which be made availablethat their food meet 
minimum sustainability and health requirements. 
Discussion 
Market orientation is one of the factor that is vital to 
innovation. To survive and sustain in a competitive envi-
ronment, firms must create a sustainable competitive 
advantage (SCA) that can achieve market performance 
(Narver & Slater, 1990). To create and sustain a SCA, a 
market-orientation culture is effective since it would con-
tinuously examine the sources of SCA in order to create 
“additional benefits” for customers and types of reduc-
tions in the customers’ total purchase costs (Narver & 
Slater, 1990). 
Given the purpose of market orientation, customer and 
competitor orientations are involved together as they 
could engage most of the activities necessary to acquire 
information about the customers and competitors in the 
target market, and thereby satisfy customer needs better 
than their competitors (Narver & Slater, 1990). Market 
orientation might spur innovation for the reason that a 
market-oriented firm may have superior marketing-
sensing and customer-linking capabilities, and thus be in a 
position to innovate to provide superior value for its target 
customers (Narver & Slater, 1990; Agarwal et al., 2003), 
though such relationship is also subject to the types of 
innovation (Anon, 2008), industy distinctions (Agarwal et 
al., 2003) and innovation characteristics that a firm pos-
sesses (Berry & Taggart, 1994). 
Conclusions 
Companies can gain sustainable competitive ad-
vantage through differentiation based on creating a single 
common value concept for consumers and contributing to 
sustainable development. Sustainable development is an 
important aspect of marketing. 
Besides economic viability, company must achieve 
the goals of environmental sustainability. The companies 
preferred in the contemporary economic conditions are 
the ones managing to link innovation and marketing suc-
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cessfully. Innovation can be seen as an asset of the com-
pany, which is directly related to the feedback of market-
ing. Innovation is the main driver of competitiveness. In 
today’s digital era it is important to make maximum use 
of new communication technologies and the Internet - 
especially in marketing and sales. The real challenges lie 
ahead of the company management: which marketing 
tools to retain and amplify, which ones to leave out and 
which sales strategy is the most effective. Nowadays, it is 
not just enough to know what consumers are looking for. 
Those who are familiar with market trends can predict 
which products consumers will put emphasis on. The 
changes have become more frequent and more distinct. 
The recent advancements in Fourth Industrial Revolu-
tion technologies present a major opportunity to acceler-
ate food systems transformation. These technologies 
could fundamentally shape the demand landscape, en-
hance value-chain linkages and increase the effectiveness 
of the production landscape. While many of these techno-
logical innovations are in the early stages of development, 
these technologies could deliver significant positive im-
pacts in food systems by 2030, if scaled properly. 
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